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A Study on the viewpoint of the RTA Furniture in I-Lan
Consumers

Shyi-Jiun Chang

Lecture, Department of Forestry, National I-Lan Institute of Technology

Abstract

The RTA furniture is one of the important products in the market. Increasing sale is due to people’s the
multiple form life and the changed consuming habit. The main purpose of this study is to understand (by using the
questionnaire) the viewpoint of RTA, the purchasing considerations, the principal goals and the assembling
problems about the residents in I-Lan county.

The analyzed results are shown in following points:

1.Books or magazines, shopping malls and televisions are the main source of information of the RTA.

2. Materials, prices and instructions of functions are the major considerations when purchasing the RTA.

3.0nly 7% consumers think it is difficult when assemble the RTA.

4.Large clearances in the joint, assembling difficulties, bad materials, unclear the understanding assembly
drawing and lack of assembly tools are usual appearance when assemble the RTA.

5.Saving, variety, creating themselves style and interest in DIY are the principal goals when they purchase the
RTA. Three kind of consumers, divided by Factor Analysis, Cluster Analysis and Discriminant Analysis, are
consist of leisure, creativity, house-proud.

Key Words : Questionnaire, RTA, Factor Analysis, Cluster Analysis, Discriminant Analysis
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188 73.15
121 1 87 108 1 [5]
21~50 90.96 31~40 38.30
1652 )[5]
77.66
( ) (6]
1 178 87 15
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85.03 86 85.84
( ) 21.38% 10.69%
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27.71% 6 11.45% [10]

9 62.77% ( )
35.11% ( ) 2.13% (
) (9]
4,
(2). 5 4
3 2 1
2.
i
ii. (Factor Analysis) SAS ().
(ii).
(iii). 1 (@iv). (Direct Oblimin)
(v).
[11]
iii. (Cluster Analysis) (Hierarchical)
[12]
iv. (Discriminant Analysis) [13]
()
1
2
1
Table 1 Independenttest between basic datum and fondness of the RTA
X 2 P-value
4 22.182 0.001* 181

o ( )
2

Table 2 Statistic between degree and fondness of the RTA

% % %
3 30.00 7 70.00 10 100
12 60.00 8 40.00 20 100

/ 62 86.11 10 13.89 72 100
58 82.86 12 17.14 70 100
8 88.89 1 1111 9 100

143 | 79.01 38 20.99 | 181 100

24 3

3
Table 3 Statistic of the source of information about the RTA
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Table 4 Independenttest between basic datum and the consumer purchased the RTA whether or not
X 2 P-value
3 8.539 0.036 * 164

e ( )

5
Table 5 Statistic between using area of per person and the consumer purchased the RTA wether or not

% % %
6 9 47.37 10 52.63 19 100
6~9 37 75.51 12 24.49 49 100
9~12 37 80.43 9 19.57 46 100
12 39 78.00 11 22.00 50 100
122 74.39 42 25.61 164 100

5 24 ( )

132
)
[14] [15] [16] [17] 6
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Table 6 Comparsion the considerations of purchasing furniture with the differ period consumer

C )
3 1 1 1 1(92)
2 4 3 5 2(89)
1 2 2 2 3(78)
- - - - 4(60)
5 6 6 6 5(51)
- 3 4 3 6(36)
4 5 5 4 7(30)
- - - - 8(9)
- 9 7 8 9(8)
- 7 - 7 10(5)
8 7 9 11(3)
: : : -()
355 448 344 254 132(461)
- ( )
)
3~6 7
7
Table 7 Statistic of when the consumers purchased the RTA
%
10 7.69
1~3 21 16.15
3~6 25 19.23
6~12 21 16.15
1 53 40.77
130 100
2 (
)
501~1,000 2,001~5,000 10,001 %
8
8
Table 8 Statistic between marriage and the amount of purchasing the RTA
¢ )] 500 501~1,000 [1,001~2,000(2,001~5,000] 5,001~10,000 | 10,001
% % % % % % %
12 {9.30| 33 |25.38| 24 |18.60( 35 (27.13| 16 12.40 9 6.98 | 129 | 100
3 ( )
()
9
10
6.87%
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Table 9 Independenttest between basic datum and the convenience of assembling the RTA

2

X

P-value

10.153

0.038 *

131

“oo%n

10

(

)

Table 10 Statistic between sex and the convenience of assembling the RTA

% % % % % %
1 1.72 6.90 | 39 [67.24| 12 [2069| 2 | 345 | 58 | 100
0 0 548 | 35 |[47.95| 21 |[28.77| 13 |17.81| 73 | 100

0.76 611 | 74 |56.49| 33 |25.19| 15 |11.45| 131 | 100
1 ( )
( 11
)
)
( [18])
11

Table 11 Statistic of the appearances when assembled the RTA by sex

29 50.00 29 50.00 58 1
22 44.90 27 55.10 49 2
18 45.00 22 55.00 40 3
21 55.26 17 44.74 38 4
20 58.82 14 41.18 34 5
17 68.00 8 32.00 25 6
0 0 100.00 4 7
( )
3 2 1
DIy 12

Table 12 The main purpose of purchasing the RTA

12

1

2

3
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1 22 36 10 148
2 37 13 10 147
3 DIY 15 15 22 97
4 14 38 11 89
5 4 4 24
6 2 2 12 24
7 4 2 16
( )
56.01% 13 0.4
14 DIY
13 (Ei genvallue
Table 13 The factors of the eigenvalue greater than 1
1.4113 20.16% 20.16%
1.3585 19.41% 39.57%
1.1511 16.44% 56.01%
( )
14

Table 14 The factor structure of purchasing the RTA

DIY 0.67618 0.01522 -0.00713 0.46657
0.42623 -0.47905 | -0.13476 0.43123
-0.05773 0.84696 -0.00494 0.72739
0.51276 0.56062 -0.39245 0.63981
-0.12648 0.08831 0.79386 0.65956
0.10070 -0.15558 0.70156 0.54240

( (Factor Score))
(Squared Euclidean Distance) (Ward' s
Method) 15
2 98.50%
15
Table 15 Samples by different objects’ cluster of purchasing the RTA
(%)
43 32.58
81 61.36
8 6.06
132 100

16
Table 16 Discriminant Analysis by different objects’ cluster of purchasing the RTA
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43 42 (97.7%) 1(2.3%) 0(0%)
81 0(0%) 81 (100.0%) 0(0%)
8 0(0%) 1 (12.5%) 7 (87.5%)
= 98.50%
( )
17 Scheffe
18
17
Table 17 Means & One-way ANOVA by different objects’ cluster of purchasing the RTA
Scheffe’ Test
P-value
(A) (B) © AB | AC | BC
-0.050 0.269 -2.459 0.000 * * *
0.227 -0.193 0.732 0.008 * * *
1.197 -0.606 -0.302 0.000 * * *
*
( )
18

Table 18 Name the cluster of the different objects’ of purchasing the RTA

43 81 8
(%) 32.58 61.36 0.06
( )
)
1.
2,
3. 6.87%
4,
5. DIY
)
1.
2,
3. 5~10%
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